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Brookshire Aids in Children’s Finger- 
printing (Dec., p. 8) 


Byerly’s First Sample-Fest Draws Thou- 
sands (Dec., p. 42) 


PUBLISHER’S NOTE 


An Open Letter on Arrogance and Other 
Dubious Achievements (Feb., p. 42) 


RETAIL FOCUS 

Safeway Tries the “V” (Jan., p. 16) 
Kullen’s Kullenary (Jan., p. 18) 
Foodarama and the Fig Tree (Jan., p. 20) 
And now for “Someplace Special” (Jan., 
p. 22) 

Seessel’s Corners the Memphis Upscale 
Market (Jan., p. 4A, IB) 

Giant’s New Rx: Now It’s Drugs Plus Gro- 
cery (Feb., p. 46) 

Cub Foods: The Bear Awakens (March, 
p- 19) 

Vons: Value Centers (May, p. 18) 
Safeway’s Food Barn: Using Bulk for 
Discount Image (May, p. 80) 

Stop & Shop Takes on Take-Out (June, 
p- 21) 

Ralphs’ 24-Hour Super Store (July, p. 16) 
Grand Union’s Grand Plan (July, p. 18) 
A&P Serves Up Service (July, p. 20) 
Fazio’s New Face (July, p. 24) 

Finast’s New Format: Upscale Remodel- 
ing on the Small Scale (Sept., p. 27) 
New Engiand Braces for First National's 
Double Whammy (Oct., p. 22) 

Gromer: A Service Standout Accommo- 
dates Two Points of View (Oct., p. 6A, 
IB) 

Jewel Dips Into the Bulk Foods Barrel 
(Oct., p. 58) 

The Battle For Central Connecticut 
Warms Up: Waldbaum’s Food Mart 
(Nov., p. 16) 


Bruno’s Food & Pharmacy: Personal 
Service on a Grand Scale (Nov., p. 30) 


SAMI 

Total HBA Sales Shift in Post-Tylenol 
Scare Period, But Some Favorable Omens 
Seen (Jan., p. 41) 

HBA Unit Volume At Food Stores is Back 
in the Black at End of 1982 (Feb., p. 29) 
HBA Unit Volume Gets Off to a Rousing 
Start in 1983 (March, p. 36) 

HBA Unit Sales Continue Upward Surge, 
With Cold Remedies Leading the Way 
(April, p. 33) 

Proprietary Remedies Propel Health and 
Beauty Aids Volume in February (May, 
p. 60) 

March Was a Healthy Month for Majority 
of HBA Categories (June, p. 24) 

HBA Springs Ahead in April (July, p. 38) 
May Was a Merry Month for HBA (Aug., 
p. 31) 

June and July Were Banner Months for 
HBA (Oct., p. 47) 


HBA Growth Slows, But Continues 
Strong (Nov., p. 38) 


HBA Food Store Volume Strong into the 
Fall (Dec., p. 39) 


SCANNING 


Scannable Coupons: Closer to Reality? 
(Feb., p. 10) 

Will the Universal Product Code be the 
Symbology for all Retailing? (Feb., p. 10) 
Implications of Scanners/Computers 
Retail Automation Comes to the Super- 
market (March, p. 26) 


UPC Scales Move Into Delis (April, p 
11A, IB) 

Scanning Made Easy with Hand-Held 
Lasers (Aug., p. 21) 


SERVICE 
MERCHANDISERS 


Imperial Distributors Tests “Participa- 
tory” Circles (May, p. 53) 

Delivering the Goods: How Service Mer- 
chandisers Meet the Information De- 
mand (Oct., Special Section) 


SECURITY 


A Portrait of Shoplifters (July, p. 9) 
Retailers Striking Back at Cart Thefts 
(Sept., p. 10) 


SNACKS 


Focus on Snacks (Sept., p. 96) 


Dairy Product Consumers Say “Cheese” 
(Jan., p. 6) 

Moms Lend an Ear to Teenage Girls When 
Buying at the Supermarket (Feb., p. 9) 
Produce: Born Again at the Supermarket 
as America Goes Fresh (Feb., p. 13) 
The Meat Board Wants to Know Why 
You Are, What You Eat (March, p. 8) 
Working Woman Still Shops for Family; 
Favors Service (April, p. 6) 

Ethnic Foods to Grow; Foreign Foods, 
No (April, p. 6) 

Today's Shopper Is More Aware of Taste, 
Nutrition (May, p. 13) 

Will Big Stores Squeeze Out Conven- 
tional Supermarkets? (May, p. 34) 
Consumers Like Using Coupons, But 
Really Prefer Lower Prices (June, p. 11) 
Teens Play Strong Role in Shopping 
(June, p. 11) 

The New Multi-Market (June, p. 15) 

A Portrait of Shoplifters (July, p. 9) 
Westerners: They're Different (Aug., 
p. 10) 

Male Homemakers: A New, Growing 
Breed of Shopper (Aug., p. 12) 

Not Much Mobility for Supermarket 
Execs (Aug., p. 12) 

Can Service Restore Zest to Fresh Meat 
Sales? (Aug., p. 14) 

Baked Foods Merchandising Today 
(Aug., p. 7A, BFM) 

Can One Live As Cheaply as Two? 
(Sept., p. 8) 

People Spend Less on Food (Sept., p. 12) 
Americans Find Supermarkets Services 


Most Improved of Consumer Facilities 
(Oct., p. 8) 


Women Becoming More Nutrition-Con- 
scious (Oct., p. 10) 

Baby Boom Generation: Work, Play and 
Shop Hard (Nov., p. 8) 

STORE DESIGN 

Safeway Tries the “V” (Jan., p. 16) 
Kullen’s Kullenary (Jan., p. 18) 
Foodarama and the Fig Tree (Jan., p. 20) 


And now for ‘Someplace Special’ (Jan., 
p- 22) 

Remodeling for Today: The Grand Re- 
opening of U.S. Supers (July, p. 13) 
Slugging Back With Service. ..And 
Sunshine in Winter (July, p. 14A, IB) 
Ralphs’ 24-Hour Super Stores (July, p. 16) 
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Grand Union's Grand Plan (July, p. 18) 
A&P Serves Up Service (July, p. 20) 
Fazio’s New Face (July, p. 24) 

Fresh Start For Finast: Upscale Re- 


modeling on the Small Scale (Sept., 
p. 27) 


Bruno’s Food & Pharmacy: Personal 
Service on a Grand Scale (Nov., p. 30) 


STORE FORMATS 


New Weapons, New Strategies in the 
Positioning Game (Jan., p. 9) 

How Four New Formats Attack Their 
Markets (Jan., p. 14) 

Safeway Tries the ‘V’ (Jan., p. 16) 
Kullen’s Kullenary (Jan., p. 18) 
Foodarama and the Fig Tree (Jan., p. 20) 
And now for ‘Someplace Special’ (Jan., 
p. 22) 

Balcony Boosts Deli/Bake Sales (Jan., 
p. 14A, IB) 

Giant’s New Rx: Now It's Drug Plus Gro- 
cery (Feb., p. 46) 

Will Big Stores Squeeze Out Conven- 
tional Supermarkets? (May, p. 34) 
Safeway’s Food Barn: Using Bulk for 
Discount Image (May, p. 80) 

Stop & Shop Takes on Take-Out (June, 
p. 21) 

Remodeling for Today —The Grand Re- 
opening of U.S. Supers (July, p. 13) 
Slugging Back With Service...and 
Sunshine in Winter (July, p. 14A, IB) 
Fresh Start for Finast — Upscale Remod- 
eling on the Small Scale (Sept., p. 27) 
New England Braces for First National’s 
Double Whammy (Oct., p. 22) 
Developing the Goods for New Store 
Formats (Oct., p. 18B, Special Section) 
Jewel Dips into the Bulk Food Barrel 
(Oct., p. 58) 

The Battle for Central Connecticut 
Warms Up (Nov., p. 16) 

Bruno’s Food & Pharmacy — Personal 
Service on a Grand Scale (Nov., p. 30) 


Store Planner’s 1983 Equipment Direc- 
tory (Nov., p. 55) 


STORE PLANNING 


1983 Instore Equipment Directory 
(April, p. 12A, IB) 

Turning Problem Stores Around (April, 
p. 13) 

Store Planner’s 1983 Equipment Direc- 
tory (Nov., p. 55) 


STORE PLANNING 
(COLUMN) 


Personal Computers for Market Research 
(July, p. 50) 

Scanning Data and Demographics 
(Sept., p. 141) 


At P&C, Quality Control Hangs on the 
Electronic Balance (Feb., p. 10) 
Scannable Coupons: Closer to Reality? 
(Feb., p. 10 

A Personal Computer Can Help Keep 
Perishables Profitable (Feb., p. 11) 
Television Shopping Ads Let Your Eye- 
balls Do the Walking (Feb., p. 11) 
Recycling: Will Reverse Vending Make 
It Work? (Feb., p. 19) 

Strap Baby In With Safety Belt on Shop- 
ping Cart (March, p. 7) 

For Tasty Tomatoes, You Can Say “Tom- 
AHtoes” (March, p. 7) 

Computer Guides Shoppers in Store 
(March, p. 8) 

System Gives Coupons for Returned 
Carts (March, p. 8) 

Computer System Helps Organize Co- 
Op Ad Programs (March, p. 10) 
National Semiconductor Has New Store 
Applications Computer (March, p. 10) 
Implications of Scanners/Computers: 
Retail Automation Comes to the Super- 
market (March, p. 26) 

UPC Scales Move Into Delis (April, p. 
11A, IB) 


Continental Tests New, Flavorful Can- 
ning Methods (May, p. 8) 

Marsh’s New Handling Facility Saves 
Energy and Money (May, p. 14) 
Computer Game Tests Management 
Skills (Aug., p. 21) 

Scanning Made Easy With Hand-Held 
Lasers (Aug., p. 21) 

Laser-Tested Wine: Wave of the Future? 
(Aug., p. 10) 

Ralphs’ New POP: Videotapes (Oct., 
p. 8) 

Sierra Develops Expandable Business 
Computer (Oct., p. 15) 


Milk Sterilizing System Developed 
(Nov., p. 10) 


Machine Tests More Meat for Fat Con- 
tent (Nov., p. 12) 

Looking at Automated Cash Manage- 
ment (Nov., p. 23) 

The Automated Store: How Near to 
Closing the Gap? (Nov., p. 47) 


Video Games: The Thrill Is Gone (Nov., 
p. 50) 


TECHNOLOGY 
(COLUMN) 


Will Technology Change the Relation- 
ship between the Buyer and the Sales- 
man? (Jan., p. 24) 

Will the Universal Product Code Be the 
Symbology for all Retailing? (Feb., p. 10) 
Computers Are Not Effective Unless You 
Have an Ongoing Support System 
(March, p. 10) 

A Computer-Guided Ordering System 
Can Streamline Ordering Process (April, 
p. 11) 

Retail Automation Can Reduce Errors in 
Direct Store Deliveries (May, p. 14) 
Establishing Your Retail Automation 
Priorities (June, p. 12) 

Plugging the Personal Computer Into 
Your Mainframe System (July, p. 10) 


Retail Automation Will Alter Manage- 
ment Responsibilities (Aug., p. 21) 
Electronic Banking in a Store’s Automa- 
tion (Sept., p. 14) 

Quantifying the Benefits and Costs of 
Direct Store Delivery (Oct., p. 15) 
Automated Time and Attendance Sys- 
tem Pilot Test (Nov., p. 12) 

Developing the Benefits from Computer- 
Guided Ordering (Dec., p. 14) 


TELEPHONES 

Brookshire Taps Phone Market (Jan., p. 6) 
Telephones: Will the Customer Call 
Again? (Feb., p. 25) 


TOBACCO 


National Advertising Starts for Generic 
Cigarettes (Feb., p. 9) 

Focus on Tobacco (Sept., p. 124) 
Cigarette Merchandising: A Soft Sales 
Year Begets Experimentation (Dec., 
p. 30) 


VIDEO GAMES 


Video Games: The Thrill Is Gone (Nov., 
p. 50) 


WAREHOUSE STORES 

Super Valu Acquires Pantry Pride Facil- 
ity (Sept., p. 10) 

GM/HBA: What's the Right Mix for the 
Warehouse Store Concept? (April, p. 34) 


WAREHOUSING 

A Computer-Guided Ordering System 
Can Streamline Ordering Process (April, 
p. 11) 


Marsh’s New Handling Facility Saves 
Energy and Money (May, p. 14) 


Retail Automation Can Reduce Errors in 
Direct Store Deliveries (May, p. 14) 


No-Frills Delivery: Drop Shipments 
(Aug., p. 18A, BFM) 


Quantifying the Benefits and Costs of 
Direct-Store Delivery (Oct., p. 15) 














TRADE NOTICE 





TO: BRAND OWNERS OF FLORIDA 
CITRUS PRODUCTS ORIGINATING 
FROM FLORIDA PROCESSORS 


The Florida Department of Citrus is offering a ‘‘Brand 
Advertising Rebate Program’’ to all brand owners of Florida 


citrus products. 


The main objective of the program is to upgrade the quality 
of advertising for citrus products originating from Florida 


processors. 


Credits will accrue on purchases from November 1, 1983 to 
November 1, 1984. The performance period extends from 
January 1, 1984 until December 31, 1984. 


Reimbursement will be made for the cost of performance up 


to the limit of accrued credits. 


For details, send name, firm, address and phone number to: 


FLORIDA CITRUS 
BRAND ADVERTISING REBATE PROGRAM 
P.O. BOX 21060 
OKLAHOMA CITY, OK 73156 
OR... CALL TOLL FREE 1-800-654-9470 
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PROCTER & GAMBLE 


NOTICE TO 
THE TRADE 


ATTENTION STORE MANAGER: 

We offer Cooperative Merchandising Agreements, 
promotion allowances and merchandising materials 
which are practical and usable by all retailers 


regardless of size. 


Payments are made for newspaper or handbill 
featuring, display, and consumer directed promo- 
tion. Details are set forth in specific agreements. 
Proof of performance (e.g. tear sheets) and proof of 
delivery (jobber’s invoice) are required for payment 
of allowance. Our merchandising materials consist 
of display material, newspaper mats and proofs etc. 

If you would like to receive specific information 
on offers available to you, send your name, address 
and telephone number to Procter & Gamble, Box 
162, Cincinnati, Ohio 45201. Please specify, if possible, 
the Division in whose brands you are interested. 

Packaged Soap & Detergent Division 
Beauty Care Division 

Health & Personal Care Division 
Paper Products Division 
Food Products Division 

Bar Soap & Household Cleaning 

Products Division 
Coffee Division 











